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Even with 
Striking 
Advertisements 


Much money may be lost. At- 
tractiveness is indispensable; but 
experienced judgment and dis- 


criminating care in selecting the 
papers and in paying rates are 
even more essential. 


The Best 
Advertisement 


Will bring loss, if placed in unsuitable 
papers, or at prices too high for the extent 
of publicity secured. 

An advertiser often obtains one part 
of the service he needs, but not the others. 
By placing his advertising in our hands, 
he assures himself of all. 


GEO. P. ROWELL & CO., 
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A Reading Notice 
Proposition = _)-= 








Ten lines of Reading Notices in 
the 1400 Local Country Weeklies 
of the ATLANTIC COAST LISTS VU 





from August ist to January ist 


For Seventy-five 








Cents per Paper. 


$1050 for the 
entire service. 


Copy can be changed weekly, if desired. 


lf YOU are interested and will send us copy we will 





put it in type and return a proof for correction or approval. 
Show this proposition to your advertising agent, and ask 


him if he does not consider it worth more money. ' 


Atlantic Coast Lists, 





134 Leonard Street, New York. 
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A JOURNAL 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., 


Vol. V. 


THE LITERARY POSSIBILITIES OF 
ADVERTISING. 
Fulian Hawthorne 


During the past ten or twelve years, 
advertisements have been gradually 
abandoning our rocks, fences, blind 
walls and mountain scenery, and have 
been domesticating themselves in our 
magazines and newspapers. They 
have withdrawn from their wild out 
door life, and have accepted the cul- 
ture and refinement of the drawing- 
room and the library. And, like other 
savage things that have become tame, 
they seem likely to effect better results 
in their latter state than in their for- 
mer one. Instead of any longer divid- 
ing our admiration with the beauties 
of nature, they are achieving a proper 
charm of their own, and, by their 
comely aspect, attract us to investigate 
their character and purport. 

If you take up a //arfer’s or Cen- 
tury of 1880, you will find very few 
advertisements, and fewer still that can 
be termed beautiful. But to-day, if 
the literary contents of the magazine 
fail to move you, you may be reason- 
ably sure of finding entertainment in 
the advertising pages. hey are pret- 
ty, amusing, and often interesting. 
And there is good reason why they 
should be: they represent the outlay 
of much money and no little brains. 
If every page of the magazine letter- 
— were as carefully and nicely con- 

structed as every page of the advertis- 
ing section, it is not too much to say 
that American literature might be the 
gainer. 

In short, advertising has become a 
science and an art, and clever men 
follow it as a trade and profession— 
nor are they ill-paid for their efforts. 
To say a vital thing in few and simple 
words is no easy matter: it requires 
some literary ability and a good ac- 
quaintance with human nature. Some 
of the best advertisements are really 
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epigrammatic—terse, witty and mem- 
orable. Others, like that of a certain 
photographing instrument (‘‘ You press 
the button—we do the rest’’) are not 
only models of point and brevity, but, 
by a happy accident, are of such wide 
application as to have fairly entered 
into the language. Any sentence that 
can be used as a sort of colloquiai joke 
is invaluable ; and, of all the methods 
of calling attention to a well-known 
kind of soap, none, perhaps, was bet- 
ter or more successful than the simple 

* Good morning—have you used s 
soap?”” How many persons, 
on meeting their friends at breakfast, 
have contributed to the matutinal hi- 
larity by this inquiry? 

The English 


joc ose 


are said to ‘‘ dearly 
love a lord.” We Americans dearly 
love a joke, and our best jokers are 
rich men in consequence. Again, some 
of our leading clothiers and dry-goods 
people have adopted a pithy and suc- 
cinct form of appeal, couched in 
homely, straightforward phraseology 


are 


as of an artless person who reveals to 


you his whole heart 
as it were, supplies a bit of informa- 
tion which may wind you in good 
stead. Every word of those little ad- 
dresses has been weighed, and its effect 
calculated. No wonder that their un- 
known authors command larger salar- 
ies than most avowed literary men: 
their dozen lines produce larger returns 
than do ninety-nine out of a hundred 
popular romances. They are men of 
ideas. Of late, too, there has been a 
new departure in the way of apposite 
quotations from Shakespeare and other 
well-known authors—a couple of lines 
or so—made to confirm, as it were, 
the merits of a given article of com- 
merce. The point of these advertise- 
ments is their comical and preposter- 
ous combination of apparent felicity 
with actual incongruity. : 

Thackeray, in his ‘‘ Virginians,” in- 
vents a brand of tobacco, and styles it 


and ‘inad verte -ntly, 
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the ‘‘ Three Castles,” and he says of 
it: ‘* There is no better and sweeter 
tobacco made than the ‘ Three Cas- 
tles.’’’ Thereupon, an ingenious to- 
bacco manufacturer named one of Ais 
brands of tobacco ‘‘ Three Castles,” 
and then quoted, in his advertisement, 
the above eulogium of Thackeray's! 

An important element in the popu- 
larity of advertisements is the excel- 
lent pictures that often illustrate them. 
They are drawn by skilled artists, and 
many of them are worth preserving for 
their intrinsic merit. The photogra- 
vure processes have also added hugely 
to the attractiveness of advertising 
pages; and it really seems probable 
that, as time goes on, our leading art- 
ists and authors may derive an import- 
ant portion of their professional re- 
ceipts from advertising work. The 
artists have already led the way: will 
the authors follow ? 

Possibly they are following already. 
The Fitchburg Railroad publishes and 
circulates among its patrons a little 
book by W. D. Howells, describing a 
journey on their road. We may ven- 
ture to suppose that Mr. Howells was 
paid, and perhaps well paid, for this 
use of his material. A famous liter- 


ary and dramatic critic has written a 


“e 


guide book,” giving a most alluring 
account of the regions through which 
another great railway passes ; I forget 
how many thousand dollars he got for 
doing it. I believe some large firms, 
not in the publishing business, occa- 
sionally buy all rights in the works of 
well-known authors, and produce them 
in such a way as to keep the purchaser 
in mind of the fact that the best 
woolens, or soaps, or pianos (as the 
case may be) are to be had only at the 
shop where that book came from. 

For my part, I shall not be surprised 
to see this principle followed out more 
methodically in the future. If authors 
cannot support life on the royalties 
they receive from ‘‘ regular” publish- 
ers, they must either go out of busi- 
ness, or sell their wares as a nucleus 
or vehicle of advertisements. It may 
go against the grain at first; but it is 
not a bit more derogatory than to dis- 
pose of them in any other way. 

Book writing is one thing, book 
selling is another; it is a trade, and 
why should it not strengthen itself by 
a mutually beneficial alliance with other 
trades ? The advertiser wishes to reach 
the best class of people in the most 
telling and effective manner, How 
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can he do this better than by identify- 
ing himself in some way with the work 
of, say, a popular novelist? The 
‘“way”’ must be neither incongruous 
nor in any respect offensive ; it must, 
rather, enhance the beauty and attract- 
iveness of the volume. That is a 
question of ingenuity, easily solved. 
The advertiser could afford to pay the 
author well for his advertisement ; and 
the author, being well paid, could af- 
ford to give his best work—so literature 
and commerce both would be gainers. 
Certainly, advertising is a great power ; 
and we have yet to learn to how many 
widely beneficial uses it may be ap- 
plied. 


TOWN BOOMING. 


The systematic advertising of Ameri- 
can cities has come to be an art. West- 
ern cities are not the only municipal cor- 
porations that cultivate this art, nor are 
cities of the Eastern States alone in 
aping the West. Even in staid old 
Canada, with all her British prejudices, 
some of the towns through printers’ ink 
are reaching out to the people who con- 
template a change of base and insisting 
that Canadian towns, reciprocity or no 
reciprocity, offer the best facilities for 
a new base and for future wealth. In 
the current North American Review 
are thirty-three pages devoted to the 
artistic booming of cities and especially 
territory situated in 
parts of the United States and Canada. 
Of course such cities as Minneapolis, 
Minn., Seattle and Snohomish are ex- 
pected to be among the first to appear 
on pages where towns are boomed ; but 
who ever heard of Sudbury, the ‘‘ Nickel 
City ” of Ontario, or Port Authur, of the 
same Canadian State? Who would 
ever think of going off to Penobscot 
Bay, Maine, if hunting for a new place 
in which to pitch a tent? Sudbury and 
Port Arthur and Penobscot Bay all give 
wonderful descriptions on the pages of 
the Review of their particular garden 
spot. Compared to them, according 
to their representation, Eden and Ely- 
sium were veritable jungles and quag- 
mires. Even Richmond, Va., reaches 
out for a settler or two through the 
medium of a booming advertisement. 
Conspicuous for their absence are San 
Diego, Los Angeles, Wichita, Kansas 
City and our own Findlay. The pre- 
sumption is they have grown so great 
and waxed so fat that they no longer 
need booming.--Cincinnati Times- Star, 
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Cr Sor this window. 
Money saved by“buying direct from the only exclusive 
importing house in the United States.- 
VAN GAASBEEK & ARKELL, 
935 Broadway, cor, 22d Street, New-York. 


INVENTIONS IN ADVERTISING 
By a Patent Altorney. 


Advertising is one of the useful arts 
for which a niche is provided at the 
Patent Office, that temple of American 
ingenuity. It givesa name to one of 
the two hundred classes into which the 
various subject matters of invention are 
divided. But the collection of objects 
under the distinctive title is not impos- 
ing, and those who have to do with ad- 
vertising on its practical side might not 
readily perceive the analogy which gives 
such things as card racks, door plates, 
store counters and showcases a place in 
the classification. 

So far as concerns the Patent Office, 
one would have toturn tothe bound 
volumes of trade-mark fac-similes to 
feel that he had gotten into close con- 
tact with the advertising art. Here he 
would be again and again reminded of 
the advertising effects accomplished by 
the skillful or lucky devising of trade- 
marks, Here are the familiar designs 


and symbols associated in the public 
mind with notable brands of baking 
powder, shoe polish, cook stoves, bot 
tled beer, cigarettes, chewing tobacco, 
writing fluids, sewing cottons and toilet 
preparations—just to mention a few 
typical articles, 





ON A WEAVER IN A WINDOW. 


How curious a thing is fame! 





(This has been said before 

But with most thoughts it is the same, 
So we'll say this once more.) 

How curious a thins is fame ! 
rhere sailed from Hindustan 

A native who, when here he can 
Seemed 

But now hi 
Is seen on many a page 

And throngs on Broadway step aside 





He mails the magazines ; 
I wonder if ‘Aey long to roam 


Amid these foreign scenes? 


Alas! I fear if truth were t 


But there—what is the 


Rug Let's think what glitters is pure gold, 
His tan wef walnut juice 
BenyaAMin W rE 


The Library of Congress is a pushing 
rival of the Patent Office in the protec- 
tion of advertising property. The text 
of an advertising announcement, circu- 
lar, card, calenuar, or the like, is litera- 
ture in the eye of the copyright law; 
as much so as the greatest expressions 
of the human intellect in the domain 
of romance, poetry, history or philos- 
ophy. You may register the title 
‘Why Do Children Cry for Castoria ?” 
on prec isely the same terms and with 
the same legal consequences as those 
under which Herbert Spencer may en 
ter ‘‘ The Genesis of the Unknowable 
and Incomprehensible” as the title of 
the next work in his phi osophical Ssys- 
tem. Your smudgy “‘ ad,” tiny leaflet, 
or printed bit of bristol board isas much 
a ‘‘ book” within the purview of the 
Copyright Act as the stateliest tome 
produced by the joint efforts of printer 
and bookbinder. Moreover, you may 
copyright an original print, engraving, 
or photograph, as an example of ** the 
fine arts,” and afterwards adapt it, in 
the mode of Pears, Beecham, or Elli- 
son, to the purposes of an advertise- 
ment. 

To return, however, to our imme- 
diate subject. Under the sub-titles, 
Advertising Articles and Automatic 
Advertising Devices, in the class of 
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Advertising, are to be found a variety 
of patented inventions having for their 
common object the providing of means 
for drawing public attention to shop- 
keepers or their wares. A survey of 
the lot leaves a strong impression 
upon the mind that the art of advertis- 
ing has found, and must continue to 
find, its most effective expression in 
the form of what are more particularly 
termed advertisements. In this view, 
the attention paid to the subject of 
newspaper advertising and the efforts 
made to discover its philosophic basis 
and to discriminate and expound its 
fundamental principles, seem neither 
misplaced nor exaggerated. 
Nevertheless, in the nature of the 
case, there will and must be other 
modes of advertising in addition to 
what would appear to be the supreme 
mode of announcement through the 
organs of public intelligence. One 
would hesitate to wholly deny utility to 
the advertising clocks at hotels and 
other places of public resort. The 
smoking and other automatons were 
well thought of as advertising mediums 
in their prime, and a word of praise 
may even now be bestowed on the re- 
cent German invention of a comical 
little figure which raps incessantly 
upon the pane to attract the attention 
of passers-by to the show of goods in 
the shop window. Revolving stands, 
carrying samples or announcements, 
certainly do better service in an adver- 
tising way than the motionless reposi- 
tories or show cards; and the same 
may be said of the changeable signs 
which represent a later development of 
the advertising faculty. Stereopticon 
advertising, where the picture melts 
into the advertisement and the latter 
into the next alternating picture, is apt 
to succeed when properly managed. 
The Patent Office collection contains 
numerous examples of articles that may 
be regarded as constituting a class by 
themselves. These are articles of util- 
ity, intended to be sold at a nominal 
price, or given away, in consideration of 
their bearing advertising inscriptions. 
Such are washboards, with the rubbing 
surfaces formed into the letters and 
words commendatory of some brand of 
laundry soap or starch. At the oppo 
site end of the domestic scale are mu- 
sical boxes, carrying laudations of a 
particular make of pianos or parlor or- 
gans. Playing cards, checker boards 
and dominoes, diverted to advertising 
uses, need but a passing mention. In- 
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genious, though of limited scope, is a 
paper of black pins, with the pins so 
arranged as to conform to the display 
words printed on the face of the packet. 
Then there are lamp shades and cruet- 
stands decorated with advertisements. 
Two French ideas are chairs with hol- 
low and illuminated backs, for adver- 
tising use in front of boulevard cafes 
and in concert gardens ; and silk um- 
brellas with cotton linings, on each of 
which is printed a collection of adver- 
tising cards for the attention of the 
carrier. One of the latest devices is a 
cash register for store use, the price of 
which is in great part defrayed by 
those who purchase or hire its adver- 
tising space. 

Most of such articles as just de- 
scribed are foredoomed to failure, be- 
cause they disregard the consideration 
that their advertising features spoil all 
sense of enjoyment in their appearance 
or use. Who would carry the adver- 
tisement-lined umbrella, or put the 
cruet-stand before a guest at table, or 
tolerate the lamp shade in his parlor or 
study, or engage in whist or euchre 
with such playing cards? Or who 
would conduct his business or social 
correspondence on writing paper with 
ruled lines and ornamental captions 
consisting of advertising matter printed 
in faint colors ? 

Rather startling and therefore ef- 
fective were the peeping effigies that 
commanded you, with pointed revolver, 
to ‘‘ shut the door,” or which, less ag- 
gressive but more engaging, invited 
you to try this or that brand of plug 
tobacco or cigarettes; but the strain 
they occasioned upon the attention 
while new wore them out rapidly, and 
herein lies a suggestion for those ad- 
dicted to sensationalism in newspaper 
advertisements. 

A good word, from the advertiser’s 
standpoint, is due to a revolving bar- 
ber’s pole, with its spiral stripes of red, 
white and blue; to a life-sized, ordi- 
narily dressed automaton that hands 
out business cards to passers-by in 
front of a store; to a dentist's sign of 
a pair of moving human jaws, with 
their rosy gums and pearly teeth ; toa 
display stand arranged and operating 
in a store window as an elliptical rail- 
way ; to an electrical or clockwork ar- 
rangement of tiny working models of 
agricultural implements, chiefly de- 
signed for use at county fairs; to 
a revolving question wheel, with indi- 
cator, having a well-chosen assortment 











of chance answers of a humorous or 
gratifying kind ; and to sundry ingen- 
ious applications of luminous paint to 
the uses of advertising. But whether 
a person, startled by an unexpected ex- 
plosion on pulling the string of what 
appears to be a bon-bon packet, would 
relish the supply of advertising matter 
there spead out in his hands is a matter 
of grave doubt. 

On the one hand, the archives of the 
Patent Office bear witness that the me- 
chanical ingenuity of the age has not 
failed to contribute its quota of de- 
vices calculated for the promotion of 
trade through the medium of publicity. 
On the other hand, the means of pub- 
licity, themselves, would be subject to 
natural limitations which throw them, 
for their most effective use, upon the 
good offices of printers’ ink, in one 
form or another. Was it a perception 
or divination of this fact that caused 
the institution and suggested the title 
of the bright and useful little journal 
for whose columns this article has been 
prepared ? 

CHARLES F. BENJAMIN. 
2 
HERE AND THERE 
‘By Horace Dumars. 


I have had it on my mind for some 
time to make mention of the very ex- 
tensive use of baby pictures for adver- 
tising purposes, and it seems that the 
** Reviewer” has also been thinking a 
little in that line, for in a recent article 
he wonders ‘‘if any one has remarked 
the prevalence of children in advertise- 
ments.” So general has the use of 
baby faces become that it is doubtful 
if some ot our advertisers could do 
without them. Mr. Edward Heaton, 
of The Imperial Granum Co., has ; 
wonderful collection of baby faces in 
one of the groups issued in lithograph 
form, and in addition he has a goodly 
number of line engravings of little tots 
with which to beautify the advertise- 
ments he puts out. Wells, Richard- 
son & Co. also make a fine showing of 
infantile loveliness, and use the faces 
of these little ones to good advantage 
in the space they occupy in various ad- 
vertising columns. Mr. Wm. Phelps, 
of Mellin’s Food fame, is not behind 
in pictures of healthy babies—looking 
as sweet as cherubs, and all owing to 
the fact that they use ‘‘ Mellin’s” at 
all times and expect to continue doing 
so for the balance of their lives. Then 
there are the Cuticura babies, and no 
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end to the baby show in advertise- 
ments ; but still all are attractive and 
no doubt will always continue to be. 

Mr. Willard Everett of late has been 
attaching wings to Hood's babies, or 
at least those that get into the newspa- 
per columns. But his cherubs are not 
to be compared in point of beauty with 
the babies used to adorn their sarsa- 
parilla bulletin boards. But when he 
does take a notion to trot out fine 
babies to advertise ‘‘ that tired feel- 
ing,” the dear public may look for 
something striking in infant pictures. 
lhey’ve got ‘em and are probably only 
waiting for the proper moment to 
spring them. 








Mr. Barrett, of Pears’ Soap fame, 
uses baby pictures occasionally, but 
does not indulge in infants as much 
as the babies indulge in Pears’ Soap. 
However, he has given some hand- 
some specimens of young humanity, 
with and without wings, and they are 
always bright and attractive little shav- 
ers, unless some wickedly disposed 
pressman has managed to fill them up 
with printers’ ink, a thing that too 
often happens, 

Just at the present Perry Davis’ 
Sons and the proprietors of Mastiff 
Plug Cut Tobacco are ‘‘in it” to a 
larger extent than almost any other 
advertiser as far as pictorial advertis- 
ing goes. The former firm displays a 
great variety of attractively illustrated 
advertisements in the daily press. The 
** Mastiff” advertisements are not only 
pictured in newspaper columns but are 
extensively done in oil on bulletin 
boards. On many of the elevated 
railroad platforms as many as half a 
dozen large pictorial ‘‘ Mastiff” signs 
are to be seen at a single station. 
Some of these are quite attractive at a 
distance, but they take a sudden drop 
in artistic merit when viewed closely. 
his firm is also doing good all-around 
work, and yet all they expect is that 
all their efforts will end in smoke. 


While standing on the platform of an 
**L” road the other day a milk wagon 
drove under it and my attention was at- 
tracted to a large advertisement paint- 
ed upon the upper side of the flat roof, 
entirely out of range of vision of pedes- 
trians and yet in a very conspicuous 
place for those who dwell in the upper 
stories of buildings or who occupy 
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offices above the ground floor. To 
the tens of thousands who look down 
from windows or elevated platforms 
these advertisements have the field all 
to themselves, being in full view, while 
the lettering on the sides of vehicles, if 
seen at all, is read with difficulty. If 
a person will look at the procession of 
covered wagons constantly passing be- 
neath him, it is doubtful if he will find 
one in ten thousand with lettering on 
the top. There are acres and acres of 
this kind of space unoccupied in all 
of the large cities, and yet men who 
own wagons upon which good adver- 
tisements could be painted will pay 
fancy prices for an equal amount of 
space on bulletin boards, and with 
a whole row of rivals take chances 
on getting satisfactory returns to their 
announcement. There is a fine op- 
portunity in this line for Mr, Fletcher 
to tell the mothers who dwell in 
flats, as they sit by their windows 
and wish that they could understand 
what baby is howling about, that 
** children cry for Castoria.” The tops 
of wagons certainly give abundant op- 
portunity for reaching the *‘ way up’ 
people. a —s 
SOME WELL-KNOWN STYLES. 
By E. D. Gibbs, 
The We have all seen the 
‘= ' high-toned, unyielding, 
— uvciah-thiebaciion od. 
Ad. vertisement. This is the 
style that is fully appreciative of the 
fact that it is born of an expert. It is 
blooded stock, so to speak, and, bless 
you, it is ‘so proud” of its origin. 

It belongs to the 400, the upper ten 
cf advertisements; it looks down with 
a cold, freezing expression that makes 
the mere plebian ‘‘ ads.” wonder what 
use they are in the world. ‘‘ Oh, yes,” 
it seems to say, “‘ gaze on me, admire 
me, but don’t think I am related to 
those cheap, common advertisements 
around me; I am of the Aaut ton—l 
come high, but you must have me.” 

Poor fellows, they never do amount 
to much. They’re generally so stuck 
up they are beyond the reach of com- 
mon people. 

The And now we come to 
Wanamaker the Wanamaker adver- 

sd tisement, the world-re- 

— nowned dry-goods ad- 
vertisement of the Quaker City. 

This is a peculiar advertisement, 


overdrawn, and it certainly is at 
times overdone. Like smiles from 
a pretty girl, this style of advertise- 
ment is appreciated most when given 
rarely, 

This is the third-room-to-the-right- 
of-main-entrance style, taking you right 
into the store, in fact, and leading you 
up to the goods. But not satisfied to 
leave well-enough alone, it grabs you 
and hurries you off to the next coun- 
ter, and so on until you become 
bewildered. 

How we did enjoy those advertise- 
ments when they first appeared on the 
advertising horizon! How entrancing 
they then seemed! How we did revel 
in the ‘‘elephant’s breath, lily-scented 
productions of the looms of the Ori- 
ent!” What exquisite pleasure it gave 
us to read of those “*‘ silk-embroidered 
webs of gold, flashing back the glori- 
ous colors of the aurora borealis !” But 
they did get kind of tiresome, didn’t 
they ? Saw them too often, you know. 
Do we read them as carefully now, 
dear gentle reader? Not much. The 
cake has made us sick—we are looking 
for plain bread and butter. 


The An ofttime money 


Coaxing bringer is the coaxing 
_ } 


advertisement—the se- 
Ad. 42 oa . 

ductive, persuasive lit- 
tle chunk of sweetness that tickles 
our vanity and our pocket-book at 
the same time. It hits us in the ten- 
der spot; it makes us smile with a 
feeling of pleasure, and we are taken 
in by its coquetry. 

This is the Cleopatra-like advertise- 
ment, and we generally play Marc An- 
tony to it when it gets after us. It 
handles us carefully, petting and pout- 
ing, loving and caressing, until we are 
captured, 

But it doesn’t kill itself with any asp 
on our account, you can bet—it still 
roams around the country looking for 
more Antonys. ‘ 

Watch it closely or you'll be a vic- 
tim to its attractiveness. It’s a sure 
killer if put in right shape, but it must 
have an attractive form or it won't 
have the effect intended. 
os 





**Do you read circulars that come to 
you through the mail?” was asked of 
a prosperous retail jeweler the other 
day. ‘‘ Once in a great while,” quickly 
came the answer ; “‘ but as a rule they 
go into the waste-basket unread.”— 


but, like molasses candy, it can be /ewelers’ Weekly, 
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Correspondence, 


IN THE MATTER OF MR. E. ¢ 
ADVERTISING. 


ALLEN’S 


Editor of Prixters’ Ink: 

Granted, as stated by Mr. Place in your 
issue of July rst, that Mr. Allen is an emi- 
nently successful advertiser, it by no means 
follows that were he to adopt a different style 
of advertising he might not be much more 
successful. 

A poor advertisement may attract some at- 
tention and yie Id some results ; and if the same 
poor advertisement is published in almost all 
of the newspapers issued for a whole year, it 
would naturally attract more attention and 
yield larger results. Mr. Allen uses pretty 
much all the papers. He uses them by the 
year. He re-enforces this advertising, the 
writer believes, by numerous circulars, sam- 
ple copies, etc., widely and gener: nusly distrib- 
uted. May not this condition of affairs logic- 
ally account for his success, without attrib- 
uting it either to his pearl type or crowded 
lines ? 

I am an admirer of Mr, Allen's business 
methods, and believe that no one has more de- 
servedly won success. He undoubtedly has 
good reasons, at any rate satisfactory to him- 
self, for the peculiar form of his announce- 
ments. 3OURGEOIS, 
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ELECTROTYPES THE PROPER SOLU- 
TION OF THE DIFFICULTY 

Tue Times, i 
Fairmount, Ind., June 29, 1891. § 
Editor of Printers’ Ink: 

The article in your last number of Printers’ 
Ink from the pen of Mr. Rosenfield, cap- 
tioned ** Good Advertising In Country Places,”’ 
is, toa great extent, an unjust criticism of the 
country printer. Speaking of the advertiser, 
he asks: 

‘Is he to depend solely on the country 
printer, who does know how to set up reading 
matter, but who is either inexperienced or in- 
efficient in setting up a good advertisement ?”’ 

Yes, Mr. Rosenfield, the advertiser who 
patronizes the country publisher will be com- 
pelled “‘to depend fh am on the country 
printer.”” Take from the city printer his end- 
less array of type, rules, borders, ornaments, 

cuts, etc., and he would be just as “ ineffi- 
cient” as the country printer when it comes 
to setting an advertisement; and place the 
city printer and the country printer in the 
same small office, such as are found in coun- 
try towns, and the “* inefficient, inexperienced ’ 
country printer will set a better-looking adver- 
tisement and do it quicker than his brother 
from the city. 

Mr. Rosenfield’s plan of marking a proof 
sheet for the setting of an advertisement is not 
practical, for the reason that in most country 
offices the amount of display type is limited, 
and, in fact, was bought with a view of suiting 
the advertisers at home. Consequently, if 
the city advertiser were to mark out his adver- 
tisement on a proof sheet of type, he would 
find, were he to try to set the advertisement 
himself, most of the sorts already in the forms 
in live matter. 

A better suggestion, probably, would be for 
the foreign advertiser to have electros made to 
suit his fancy at some city office where he 
could get just what he wanted. That would 
please the country printer, and advertising 
agencies could make better ~—o— with 
country papers, E, A, Morgan, 


A SINGULAR ADVERTISEMENT. 
New London (Conn.) Gazette, March, 1819. 
THE SUBSCRIBER, 
teing determined not to move from this State, 
requests all persons indebted to pay particular 

attention to his 
New definition of an old Grammar, viz. :— 
Present Tense. 
Iam, Thou art, He is, 


I am* In want of money. 
Thou artt - Indebted to me 
He ist ) Shortly to be authorized, for 


the want of things there- 
of, to take the body. 

Unless immediate payment is made you 
must expect to take a lecture upon my new 
plural, 

The subscriber offers for sale, at his store, 
two rods south of the fish market, the follow- 
ing articles, viz. : 

Solid Arguments—Hot oysters, boiled lob- 
sters, ham and eggs, butter and cheese, etc. 

Agitations—Cider, vinegar, salt, pickles, 
etc. 

Grievances—Pepper sauce, 
enne pepper, etc. 

Punishments—Rum, brandy, gin, bitters, 
etc, 

Superfluities—Snuff, tobacco, segars, poma- 
tum, ete. 

Extraordinaries—Sea serpents’ bones, wood- 
en pom, water witches, etc. 

. B.—The above articles will be exchanged 


mustard, cay- 


Pn 

Necessaries, viz. :—Bank bills at par, crowns, 
dollars, half ditto, quarter ditto, pistareens, 
nine-penny pieces, four pennys, half-penny 
ditto or cents. 

Terms of Payment.—One half of the sum 
down, and the other half on the delivery of 
the articles. 

Rudiments gratis, viz. : 

Those indebted for...... oseceeese Arguments 
Must not be...... ee . Agitated 
Nor think it a.... soc.. Grievance 
If they should meet. .. Punishment 
For calling for such. .. Superfluities, 
| ee Extraordinary 
NE Se Moddieuidevcatnmane . Necessary 
To demand immediate,............. Payment 
ANDREW Situ. 

*Andrew Smith. +Any one the coat fits. 
tHezekiah Goddard, sheriff's deputy. 

ane 
A TITL ED AMERICAN. 
From Judge. 

James W. Scott, of the Chicago Hera/d, 
since his banquet to the Clover Club of Phila- 
delphia, is recognized as the gentleman so fre- 
quently alluded to as Great Scott; and in 
point of fact he frequently baptized himself 
with astonishment and those very words dur- 
ing the progress of the festivities. 
















a 
IT HAS A WIDE FIELD. 
From the San Francisco Newsdealer, 
Printers’ Ink would sell well on all news- 
stands patronized by the better class of people. 
It is so breezily readable many a man would 
buy it regularly who now has not even heard 
0 . 
f it ae Porn Bi 
WHERE, INDEED! 
From the Newsdealers and Publishers’ 
Bulletin, 
If the true art of advertising is not found 
among those who make advertisements, where 
must one look ? 
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HARD ON THE QUAKER CITY. 
From the Book Buyer. 

To put a good newspaper man on a Phila- 
delphia newspaper is like inviting a good mu- 
sician to prove his skill on the jew's-harp. 

= a a Sel 
WANTS. 


Advertisements under this head WO cents a line 


IRECTORY PUBLISHERS please send 
circulars o- a Petco lat we ot ‘rs Direct 
ories to U. 8. Box 1403, 


Bradford, Mekean Co., 

I rfield. Practical experience, capaci ly 
n business department. em “Wwe. W.,” 

rT East 4th St., New Yor 


be ASSERS wanted to secure subscrip- 
tions for Printers’ Ink. Liberal terms 
Address Publishers of PRINTERS’ 
New York. 


.. 
SEEK favorable opening in daily newspa- 


allowed. 
Ink, 10 Spruce St., 


Ly —An intelligent, educated young 
man, furnishing references, wishes to 
act as Southern or Georgia agent for a firm. 
Address “ STAR,” care PRINTERS’ INK. 


YOUNG WOMAN, thoroughly experi- 

enced in daily hewspaper ome, 
“exchange,” “book-review ” and “ 4 
work, desires position. Address BOHN, No. 
%4 Pacific Ave., Chicago. 


wee capable man to secure ads. 
for an Annual Directory of special char 
acter and value. Can be done in 2 or 3months 
of each year, and will pay an active man 
well. Address, with references, ‘“‘SECRE- 
TARY,” Box 673, New York. 


GENTS WANTED everywhere to intro- 

duce Hoffman’s Sign Stretcher. Best 
poster displaying machine out. State, county 
and city hes for sale. Liberal bonus to 
agent introducing buyer. Sample stretcher 
and cover, $1.50. JABEZ FEAREY & CO., 
Newark, J. 


O YOU WANT A CHICAGO AGENT to 

act exclusively for your publication ? 
I desire such an arrangement with some 
clean-cut, progressive Class er, whose 
prospective Western business will warrant 
an agency in this city. 15 years’ experienc e 5 
best of references. ‘Address “ B.,” 68 North 
Desplaines St., Chic: icago, Ill. 


A MAN with twenty years’ Business Expe 
rience with a large Daily Paper as Book 
keeper, Cashier, General Correspondent, Ad 
vertising Manager and seven years as Busi 
ness Manager, desires position of similar 
character with a Western pa No objec 
tions to Pacific Coast. Satisfactory reference 
iven. Address “EXPERIENCE,” care of 
RINTERS’ INK. 
Be ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be reli 
upon to do the business. 


Advertisements under this head 30 cents a line 


INIATURE DYNAMOS for premiums. 
4VE. EMPIRE PUB. CO., 66 Duane St., N. Y. 


9R SALE—The house 151 Eliot Place, 
Brooklyn, 21x100. Price, $7,000. Apply to 
owner, GEO. P. ROWELL, 105 pruce St., N. Y. 


R SALE—The house 112 Kosciusko St., 
Brooklyn, 15x100. Price, $4,000. Apply to 
owner, GEO, P, ROWELL, i Spruce St., N, 


PRINTERS’ INK. 


R SALE—Web Press, six or seven col- 

umn, folio or quarto, because of consoli- 
dation. Also 3% rolls six-column quarto pa 
per. BEACON Office, fice, Akron, Ohio, 


it 1), OOO AGENTS, NAMES, recetved 


from newspaper advertis 
ing in 90 & ‘91, Will sell copy to publishers at 
$3.00 per 1000, Address H, A. Rogers, Cadiz, O. 


WOR SALE—Web Perfecting Press—Bul 
lock. Will print 7-col. quarto. Run two 
years. Also complete stereotyping outfit. 
‘irst-class condition. May be seen running 
in Commercial office, Toledo, O. 


JOR SALE—2,000 Letters and Postals, most 
ly from ladies, received in answer to my 
advt. in leading ladies’ papers during past 4 
months. Never been used. Choice lot. Write 
what you will pay. Aacress Box 3i, Berlin, 
Wisconsin. 


NOR SALE—The entire or one half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ INK. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and send 
it he two dollars, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
eae insertion of the announcement will 
wenerally secure a customer. 


Fe SALE—An established Daily Paper in 
an inland center. 1,000 subs. Good adver 
Present owner being a job 
printer, with large business, can’t give it 
proper attention. Can print the paper at 
nominal cost for purchaser, and give office 
rent free. Address “F. E. H.,” care PRINT 


tising patronage. 


WOR SALE—Stands for Rooker Patent 
Cases. The Pittsburg Dispatch, in mov- 
ing into new quarters, decided that they 
would use Hoe’s Patent Iron Stands, and 
therefore have on hand 50 wooden stands for 
Rooker Patent Cases, knocked down and 
ready for ag Guaranteed to be in 
first-class condition, having been used but 3 
years. These will be sold, delivered within 
a reasonable distance from Pittsburg, Pa., at 
ane at Sete original cost, namely, $1.5) 
ach. spapers needing material of this 
kind will “and this offer to their advantage. 
Address Business Manager, as above located. 





SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, Sic. a line. 


AGENTS’ GUIDE. 
QPOKANE, SPOKESMAN. 
AM’ LISTS ARE strong. 


Farners: CALL, Quincy, Il, 


I EVEY’S INKS are the best. New York. 
4 


EWPORT DAILY NEWS. 


readers. 
OPULAR EDUCATOR, 
Teachers. 
GENTS’ HERALD, Phila., Pa. 
80,000 monthly. 


TEWPORT DAILY 
and never better. 


HE GRAPHIC, Chicago, “the great West- 
ern illustrated weekly.’ 


Wealthiest 


Boston, for 


loth year, 


NEWS. 46 years old 


HE GRAPHIC, Chicago- 
least cost to advertisers, 


Most value at 
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read the 


SAN 


RIGHT, clean and Fetteble is the 
FRANCISCO BULLETIN 
R's H and cultivated »ple 
NEWPORT DAILY NEWS. 
PEOPLE read THE NEW HA- 
40.000 VEN NEWS daily. 
COMPLETE Family Newspaper. 
FRANCISCO CALL. Estab. 1858. 
As 3’ names $1 to on per 1,000. 
AGENTS’ HERALD, Phila., Pa. 
NJNHE cream of American society reached 
by the NEWPORT DAILY NEWS. 
YAN FRANCISCO WEEKLY CALL and 
) BULLETIN cover the Pacific Coast. 
ARGEST evening | circulation o Califor 
nia—SAN FRANCISCO BULLETIN 
ROSPEROUS, intelligent pease re a "7 ed 
by the SAN FRANCISCO BULLET 
OST “Wants,” most circulation, most 
4 adv’s. SAN FRANCISCO CALL leads. 
HE ADVERTISER'S GUIDE malted free 
by STANLEY DAY, New Market, N. J. 
OUISVILLE COMMERC ITAL—Only 2 cent 
Morning Daily published in Kentucky. 


IGH grade, 


pure tone, honest circ’ _—. 
None better. 


I SAN FRANCISCO C 
22,346 W.; ciren 


55. OGBiatia Si AN FRANCISCO CALL. 
DVERTISING rates l5c. per inch per day. 
4A Cire’n 6,500. Enterprise, Brockton, Mass. 


ATENTS for inventors ; 40 page book free. 
W. T. FITZGERALD, 800 F St., Washing- 
ton, D. C. 


M evia every county covered by 3,500 cir. 
culation. Rates very low. 


PORTLAND 


EWPORT.—The best, most widely cir- 
culated ~< influential paper is the 
DAILY NEWS. So says Rowell. 


AVE YOU SOMETHING TO SELL TO 
PEOPLE OF WEALTH ? oe NEWS 
SERIES. General office, Utica, N 


LOAN MONEY for others. ist mortgage. 
Sound and conservative. For information, 
write L. A. BU NKER, Hutchinson, Kansas. 


YPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 

2c.stamps. Address GEO. P. ROWELL & CO., 
New York. 


N EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies eac each issue. 


IRCULARS, ag: and Papers distrib- 
uted in St. Josep’ Buchanan and adjoin- 
ing counties. Charge moderate. JNO. H. 
FITZGERALD, 922 So. 6th s St., St. Joseph, Mo. 


APER DEALERS.- M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by printers and publishers, at low- 
est prices. Full line quality of Printers’ INK. 


HE PHONOGRAPHIC MAGAZINE (Month- 

ly), published in Cincinnati, has, accord 
ing to ‘the American New spaper Directory 
for 1891, the largest circulation accorded to 
any educational paper in Ohio. 


HRISTIAN ADVOCATE, New York, is 

/ among the 161 newspapers to which the 
new edition of American News paper Direc- 
tory for 1891 accords a regular circulation of 
more than 50,000 copies each issue. 


A TWO-LINE NOTICE in Printers’ Ink, 
under heading of Special Notices, can 
be inserted’ every week for a She year for 
oi. 2; 3 lines will cost rye 4 lines, $62.49; 
5 lines, ry 6 lines, $93.60; 7 lines, $109.20; 
8 lines, $124 
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Hs ORDER Mechanical Engraving. 
Rhodes, 7 New Chambers 5t., N. Y. 


TS SVENSKA AMERIKANSKA POSTEN 

Weekly), published in Minneapolis, has, 
according to the American Newspaper Direc 
tory for 1891, the largest proved circulation 
accorded to any Sw > a paper in Minnesota. 
Circulation, Ei aR 


MFVHE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur 
chase of the book carries with it a paid sub- 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. KOWELL & CO., Publishers, 
No. 10 Spruce St., New York. 


YOLLEGES and SCHOOLS reach the well 

/ to-do public of the Southwest effectually 
and economically by advertising in the New 
Orleans PICAYUNE. Sample copies and ad 
vertising ii s furnished on application. Ad 
dress PICAYUNE, New Orleans. 


NHE EVENING ITEM, Philadelphia, Pa., 
is one of the 2 newspapers to which the 
new edition of the American Newspaper Di 
rectory for 1891 accords a regular circulation 
of more than 150,000 for each issue and one of 
the four DAILY papers excee ding 150,000. 


W HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year's subse “pecs to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising prod xe th) 
Spruce St., New York 


ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or_ trade 
throughout the whole country. For Denver 
the paper accorded this distinction is the 
DENVER REPUBLICAN. 


YLASS PAPERS. Trade Papers. Complete 

/ lists of all devoted to any of the various 
trades, professions, societies, etc.. may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York. 


ONEY ?—There are a greater number of 
insurance, banking and other monied 
institutions to the square inch in the city of 
Hartford than in any other city in the world. 
Financial advertising is a conspic uous feat 
ure in the columns of the TIMES, the undis 
eee leading newspaper of Connecticut. 
mple copy tells; rates also. 


MERICAN New spapers printed in for 
eign languages ymplete lists of Ger 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
ywell & Co’s * Book for Advertisers,” which 
is sent by mail to ony address for one dollar. 
Apply to GEO. P. RO — & CO., Publishers, 
10 Spruce 8t., New York 


TVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,500; average | circulati n, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in whic h 
Birmingham is located, 100,000, For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


HIS PAPER does not insert any adver 
tisement as —s matter. Everything 
that does appear as reading matter is inserted 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 
issue for two lines or more. Until further no. 
tice the following discounts will be allowed 
for continued advertisements: | month, 10 per 
cent ; 3 months, 2) per cent; 6 months, 3) per 
cent; 1 year, 40 per cent, 
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GEO. P. 
Office 


ROWELL & CO., Pustisuers. 
No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price 
Two dollars a year in advance; single copies 
Five No back 
price, Three Dollars a hundred 

ADVERTISEMENTS, 


Cents. numbers Wholesale 
agate 50 cents a 
one-half page, $50; one- 
fourth page, $25 Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale lines or 
Advertisers recommended to furnish 
copy for every 
be handed in one week before the day of pub- 
lication 


measure, 
line; $100 a page; 


two more, 50 cents a line 


are new 


issue Advertisements must 


Until further notice the following discounts 
will be allowed for continued advertisements 
10 per cent 


1 month 

3 months 
6 ” 30 
1 year - 40 


JOHN IRVING ROMER, EDITOR 


NEW YORK, JULY 15, 1801. 

THE individual who is accustomed 
to regarding the science of advertising 
as possessing no greater possibilities 
than are represented in the modern 
advertising page or column is likely 
to have his ideas considerably broad- 
ened by the contribution to this topic 
from the pen of Julian Hawthorne, 
printed elsewhere in this issue. Mr. 
Hawthorne is known to possess pretty 
radical views in some directions, but 
his prophecy that in the near future 
the enterprising advertiser and the 
popular novelist will join forces does 
not suggest any such daring flight of 
imagination as has characterized some 
of his efforts in fiction. It is true that 
the ultra-literary may find the idea re- 
pugnant at first, but a little reflection 
will show that the literateur has always 
been more or less dependent upon the 
advertiser. What one of our high- 
standing magazines could survive the 
cutting off of its advertising revenue ? 
Even the book maker owes his income 
chiefly to the free advertising given 
him in papers which would be impos- 
sible without the patronage of the ad- 
vertiser. Mr. Hawthorne’s suggestion 
is not an innovation—it is simply a 
difference in degree. 

But if the enterprising advertiser 
really does decide to avail himself of 
the services of the popular novelist, it 
is not likely that he will be refused, 


PRINTERS’ 


INK. 


Authorship is now recognized as a 
trade, and it is no secret that it does 
not pay a fair living except in the cases 
of a few of the most eminent writers. 
The only question is whether the ad- 
vertiser will consider the outlay neces- 
sary to secure the name and work of a 
leading author justifiable. One can 
readily imagine the sensation which 
would be caused if it were announced 
that Rudyard Kipling’s next volume of 
short stories would bear the imprint of 
the Messrs. Pears, or that Robert Louis 
Stevenson’s new work would be enti- 
tled: ‘‘ In the South Seas with a Ko- 
dak."” Who knows but that we may yet 
live to see Mr. Howells analyzing the 
after life of a ‘* Mellin’s Food Girl,” or 
Mr. Stockton weaving an ingenious ro- 
mance about a man who took out a 
policy in the United States Mutual Ac- 
cident Association ! 

But, in all seriousness, there seems 
to be a field worthy of development in 
this direction. Several times of late 
the three or four pages immediately 
following reading matter in the maga- 
zines have been occupied by a single 
advertisement, set in reading matter 
type and making more or less preten- 
sion to literary character. Supposing 
that this matter had appeared over a 
name familiar to magazine readers, 
would it not have commanded much 
more attention? It is difficult to say 
iu just how many different ways the 
idea may be applied by 
minds, but —the ball has 
rolling. 


ingenious 
been set 
ee 
THE reputation of being a large ad- 
vertiser is accepted by the public as 
indicating the possession of large capi- 
tal. This is not always the case; but 
in estimating the financial condition of 
a man the fact of his doing consider- 
able advertising is usually regarded as a 
point in his favor. ‘This is one of the 
many usually inconsidered trifles that 
go to make advertising a profitable in- 
vestment in the long run. 


Mr. MurPHY made a good and 
logical argument in PRINTERS’ INK 
upon the advisability of ‘* advertising 
varnish ;” and if varnish can be adver- 
tised successfully, what preparation or 
article is there that cannot ? 


IF you wish to advertise anything, 


anywhere, at any time” is now as com- 
mon a saying as ‘* you press the but- 
ton,” 
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PosITION for most advertising is de- 
sirable, even if not essential ; still, po- 
sition, like ordinary space, should have 
its limit as to cost. Some advertisers 
consider it of so much importance, 
however, that to secure it they pay 
a sum probably far in excess of its 
value—a sum which if paid for them 
by an agency they would consider ex- 
orbitant. It is not unlikely that the 
agency would be apt to secure the po- 
sition for less money. 


WITH the specially low rates for ad- 
vertising during the summer months 
now offered by many publishers, its 
cost is in some cases brought as low as 
the pro rata of a yearly order! Shrewd 
advertisers will not be unmindful of 
such an opportunity. All things con- 
sidered, a capable agency can often 
obtain for its customers, where the 
goods advertised are not wholly un- 
seasonable, much better rates and 
very good returns even in July and 
August. 

——  4-% 
HOW ADVERTISING IMPRESSES 
THE READER. 
‘By Foel Benton, 


It is only in recent times that adver- 
tising has drawn upon the same variety 
of wit, wisdom and fancy as that which 
marks the reading page or column. 
There was good advertising—some of 
it bold and some ingenious—ages ago ; 
but the thing which strikes the reader 


of a generation’s space in to-day’s 
journals is the fact that a certain num- 
ber of the advertisements printed in 
them are of a sort which one wishes to 
read as much as he does the highly 
paid literary wares, the news, and all 
that belongs to the editor’s—in contra- 
distinction from the publisher’s—feld. 

I am obliged to confess that I take 
up certain papers when they come out, 
and—as the typical woman who is said 
to turn in a newspaper to the marriages 
and deaths first—turn first to the piqu- 
ant advertisement which bears its mes- 
sage with such force, taste and skill. 
It may be renewed with illustration 
and text every morning, or in a vehicle 
of less than daily less often. 
Nevertheless I read it, and cannot en- 
joy the ordinary fare, or the news— 
domestic or foreign—until I have 
noted just how the ingenious advertis- 
ers have met or saluted their patrons 
and the public which they wish to 
make their patrons, 


issue 
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When I philosophize on my persist- 
ency of perusal I think it is owing to 
the same motive as that which caused 
a certain interested visitor to go to the 
circus on every performance for more 
than a hundred nights in succession. 
When some one asked him why he 
went so often he replied: ‘* Well, you 
see, it’s just this: Some night that 
lion is going to bite off that man’s 
head who risks it in his mouth; and 
if I don’t go right along it will be just 
my blamed luck to be absent the night 
he does it.” In other words, I don’t 
wish to miss a single day’s announce- 
ment for fear of a loss of something 
picturesque and pat which I cannot 
afford to dispense with. 

In due time, when I want any of 
the wares noticed, I find myself going 
into one of the skillfully advertised 
stores. I feel a certain assurance that 
the genius which does this fine herald- 
ing, or knows how to get it done, gives 
thereby a certificate of good perform- 
ance in the direction I demand. And 
I don't think that, in the range of my 
experience and observation, I have 
found my faith in this thing misplaced. 

For there is, after all, a certain 
ethics in advertising ; and if you watch 
advertisements closely you will see 
displayed in them a good many of the 
well-known human traits. There are, 
among others, the unmannered and 
the urbane, the coarse and boisterous 
and the refined, the cheeky and the 
candid. As no ordinary customer 
wishes to be pushed or pulled roughly 
into a store, as in the Chatham street 
of old, or in the Baxter street of to- 
day, so the refined or even merely self- 
respecting man is taken more by a 
gentle persuasion, a cautiously stated 
series of points that produces obvious- 
ness or indubitability, than by a coarse 
blufiness and swagger. 

It is not, it seems to me, the most 
shrilly and shriekingly insistent voice, 
or the most grotesque and preposterous 
form of advertisement, that wins the 
most in the long run ; but, rather, the 
one which, while imprinting without 
ambiguity and with freshness the few 
leading points to be named, yet does 
this with real candor and fairness, as if 
the author of the plea were more in- 
terested in telling the truth and serv- 
ing you so, than in having all his 
rivals’ custom. Few people stop to 
think, if they have something to sell, 
what a power they can readily evoke 
from a group of well-put understate- 
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ments. To acknowledge that you are 
not selling goods merely as a public 
benefactor ; that you are not the only 
merchant who deals in good goods, 
and who will sell them at a fair com- 
mission, and so on, trips up all possible 
suspicion of charlatanry and 

confidence in the advertisement. 

Of course an ingenious novelty in 
picture and print attracts attention, 
and a certain variety of presentation 
has its value. ‘here may be Protean 
forms, but candor and truth and time- 
liness and good taste, with attractive 
typography, are among the abiding 
virtues which need not and must not 
change. 

Something depends, too, on the na- 
ture of the business to be described. 
Mr. Barnum is often pointed to as the 
greatest of advertisers. But his style 
simply fitted his vocation. He would 
have advertised differently if he had 
had an ordinary or common business. 
A show appeals to the gaping crowd 
on whom sonorous and unusual phrases 
are thrown with When Dr. 
Holmes, a few years ago, described 
the octogenarians who were still active, 
he spoke of Barnum as the one of 
them who was “‘ still struggling with 
his superlatives.” In the average com- 
mercial fleld the superlative is not 
necessary. It is only given to the 
showman to bring the four quarters of 
the world together and to open the 
eyes of the multitude. For the ordi- 
nary business man a plainer diction 
serves, and the simpler he makes his 
story the better. 


ee 


THE AGENCY OF THE FUTURE. 


begets 


success. 


It is unquestionable that there have 
been great changes within twenty-five 
years past and that almost all adver- 


tising agencies, general as well as 
special, have asummed an entirely dif- 
ferent attitude, to both advertisers and 
publishers, from what they then oc- 
cupied. ‘This arises from competition 
in business and the tendencies of men. 
Almost all agents sooner or later 
become bookers in advertising, anxious 
to make all the profit for themselves 
they possibly can and with this the par- 
amount idea. Inside this line they do 
the mechanical and clerical work well, 
but their own interests are paramount 
to those of both parties they profess to 
serve. This is not unnatural nor great- 
ly to be wondered at. With the pres- 
ent methods of doing business it is in- 
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INK. 

evitable, and it will continue to be done 
while a large proportion of advertisers 
and newspapers conduct business as 
they now do. 

From this standpoint it looks as 
though the advertising agent must ere 
long, if he does not the 
position of a jobber in regular lines of 
trade. Newspapers of position,charac- 
ter and value will have their special rep- 
resentative. In many cases it will be 
possible for more than one paper to 
utilize the services of a single agent, 
who will be paid a regular salary to 
devote his time and ability to the ser- 
vices of his employers. Houses whose 
advertising is extensive will employ a 
person to conduct it, upon substan- 
tially the same lines as other depart- 
ments are conducted. When this 
condition obtains the advertising man- 
ager will seek the best mediums for 
advertising, just as the heads of other 
departments seek the best manufac- 
turers or producers of their lines of 


goods. 


now, occupy 


seyond these two changes, there will 
all along the line be a better discrimi- 
nation as to available and valuable ad 
vertising mediums. The disposition 
heretofore has been to get quantity. 
Hereafter value will be increasingly 
sought in quality. Heretofore there 
have been but few classes of newspa- 
pers. In the future there will be much 
purer discrimination; and, while the 
inferior papers will lose, the money ex- 
pended on the better grades will render 
a far greater proportionate return. 

Advertising is comparatively a new 
department of business. It yields won- 
derful returns when properly done. It 
is an easy thing in the world to waste 
money in advertising. Its possibili- 
ties are scarcely guessed at. Its abuse 
is universal. Yet development goes on 
rapidly, and ere long many changes 
must come about and greater useful 
ness to business men and better rela 
tions and larger profits for publishers 
are among the strongest signs of the 
times. ‘They belong to good advertis- 
ing and must inevitably come to the 
front and be generally recognized and 
accepted. — Fx. 

, oi - 

THERE are three essentials to modern 
business success : character, intelligence 
and advertising. Success may come 
with one of these essentials missing, 
but it cannot be permanently assured 
without the three, — Lureha (Col.) 
Times, 
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We would that 













like you to know 
in all our business transactions with you, 
no cause for complaint on our part has ever 
occurred. You have fully met every obli- 
gation, and given us the best service pos- 
sible. We place a high value on Kellogg's 


Lists. 


A. T. SHALLENBERGER & CO. 





ROCHESTER, Pa., May 28, 1890. 
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Miscellanies. 


Elastic 
The late Star wore elastic garters. 


garters stop the circulation. 
Judge. 

The proprietor of a Boston eating 
saloon advertises a sacred clam chowder every 
Sunday evening.— /exras Si/tings. 


‘Do you know why the proprietor | 
of the Whirled tried to rival the tower of 
Babel?” 

* No—why 

*He knew he could never be elected to a 
high office, so he decided to build one.” 
Smith, Gray & Co's Monthly. 


Floor Manager—The press is always 
welcome ; but, me deah fellah, hawven’t you 
got anothe r coat? 

Reporter for the 
I ve got another coat. 

* Ah, why didn’t you put it on?” 
* Because it isn’t as good as the one 
got on.” — 7eras Si/tings. 


An Eye to Business. — Melancholy 
Stranger : You are sure this poison will kill a 
man ? 

Druggist—Yes, sir, I can guarantee it. By 
the way, if you are going to commit suic _ .. 
wish you'd put one of our circulars in y 
po ket. It'll be a big adve nr Ay. us 

when your body is found.—//och. 


A Dangercus Position. —fipnoer: I 
want to get my life insured for $5,000; Lama 
new rp te r man. 

gent—W hat work do you do? 

* Theatrical.’ | 

“* Ever criticise amateurs ? sed 

“Yep ; and give ‘em what they deserve. 

“Clerk, write Mr. Spacer a policy 
hazardous, mind.”"—Lake Shore News, 


BEATTY 


7?” 


Morning Hooter — Yes, 


I've 


extra 





Organs $35 up. Catalogue FREE 


Dan’!  F. P. Beatty, Wash Wash’ton, N.. N.J. 


OLUMBIAN ‘CY: 
CLOPEDIA. 


; 7,000 illustrations; 
26 000 pages; $25.00 
BEST to use, BEST to sell, BE ‘ST 
for premiums. COLUMBIAN PUBLISH- 
ING Co., 393 Pearl St., New York. 
Advertising Agency, 


Dodi seen Boston, ‘7 
Send ior. Estimate. 7 


CAREFUL SERVICE. 














RELIABLE DEALING. 


PRESSWORK. 


LARGE RUNS SOLICITED. 
FACILITIES 300 REAMS DAILY. 
GIBB BROS. & MORAN, Printers, 
45-51 Rose Street, New York. 


COMPOSITION—ELECTROTYPING— BINDING. 





11000 BEST HOMES 
Can be reached through the September No. 
of the BIBLE READER, a wonderfully popular 
“x with a circulation increasing PER 
ENT A MONTH. Taken -/ —e WORKERS 
everywhere. 10 cents ¢ 
THE BIBLE RE RDER, Franklinton, N.C. 


First National Bank, 


Of CHILDRESS, Texas. 
Capital, Now 
$50,000. organizing. 
A fine County Seat town in the famous Pan 

handle country. cage A pane Bank in the 
county. — par. Will guarantee 12 per 
Y 


cent. net t year. by A CITY NAT 
TONAL BANE Wichita Falls, Texas. 


Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
Law. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block, 
De troit, Mic h. 


AUSTRALIAN "Before fixing | up your 
+ Australian contracts for 

advertising, we should like you to write to us for 
an estimate. We guarantee to save you money, 
for, being on the spot, we can do advertisin; 
cheaper than any other ar firm at a distance. a 
papers are filed at our bureau, and every a 
ance is checked by a system unparalleled or ~~ 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
unde: at we are the Leading htm 
"irm in the Southern Hemisphere. Establ 

over a quarter of a century. FT. WIMBLE & 
co. . 369 to © 373 George St., Sy: dney, Australia. 


Lawyers Live Well and Have Money. 


The National Reporter System 


(St. Paul, Minn.) furnishes Lawyers 
Authorities, so MUST be read. 
30,000 each week (magazines). (See 
Rowell’s Directory & preferred lists.) 
The largest Law Circulation in the world. 
Each copy in use 17 weeks (average). 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N. Y. 


LET"®* "LET 


Dated 1889, 1890, 1891. Never before used. Re 

ceived in answer to my advertisements of my 

work on Book-keeping. Time allowed for 

copying names and addresses, 30 days. Have 

from 5,000 to 10,000 of them. Make a bid. You 
to pay express charges both ways. 
J. H. GOODWIN, 

1215 Broadway, New York. _ 


Results Are Surprising. 


Adopting our pngpection. THE P. J. SORG 
CO. painted SPE HEAD tobacco through 
the northern half of Michigan, and watched 
the results. 

Increase in sales was so surprisingly in ex 
cess of all other sections that they at once 
contracted with us for painting the entire 
northwest. 

Our signs are not only —_ painted but are 
located where they’ll be see! 

THE R. J. GU NNING Ce., 
297 Dearborn St., Chicago. 
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Portraits—Made to order from 
Photos. Cheapest newepenet cuts 
e made. Send for proofs. NTRAL 
PRESS ASSOCIAT’N, Columbus, 0. 
CANADA —If you intend advertising in 

« Canada it will be of interest to 
know that we handle more business with 
Canadian Bewepepers than any other Agency 
in existence. We control the Canadian ad 
vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
pee uliarities of the Canadian press, gained 
”y many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate a. ith us before plac 
ing your orders. - McKIM & &O 
Montreal, Canada. 





oy 


B Save Mone "y. 


“aed for\ A.W. r\ A, W.GUMP&CO, 
pricesto) Dayton, 0. 


N « e- 
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Z} second- hand ones, J/\fh 

cult Kepairing. 

yo and Type Writers 
nin exchan; 


“BICYCLE 


INK, 41 


Illustrations for Advertisers. 


Do you want novel, catchy, original illus 
trations adapted to your business? Prelim 
inary sketches sent for inspection, We. Ar- 
tistic work guaranteed. 

H. W. ROGERS, 1286 Broapwary, N. Y. 


LAWN D 


Companies, Boards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra 
tion, manufacturing, capital, or having land 


for sale and who may wish to advertise at a 
moderate cost, in a most profitable section, 
will do well to correspond with me. 


10 Spruce St., 


BL. CRANS, New York. 





Bicycles, 


Boys or Girls 2¢-in Safety with vubbe rtires#15 ee | 


Boys’ 25-inch Safety, with rubber tires, - 17 ¢ 
Gents’ 30-in. Safety, balls to b’gs and pedals, 55 20 | 


PRIMERS 


For Advertisers. 


Samples of my newest and handsomest 
primers, including my valuable handbook, 
‘Ideal Advertising,” sent postpaid for 10c. 


A. L TEELE, Advertising Specialist, 
SS Ww. __& W. 33rd St., , New York. 


A Thousand ‘housand Newspapers 4 Day ..: 


ARE READ BY 








oe 


_ OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS, MASS. 
BOSTON WASHINGTON. © DENVER © SAN FRANCISCO, 


| A. G. SPALDING & BROS., Special Agents, 


Cc hicago, New York and Philadelphia, 


‘When found, 
ome 


make a note of.”—Captain 


he right men in the right place are 


The Press Clipping Bureau, Robert and Linn c. MITCHELL & co., 


Luce, 1 eee St, k St., Boston, Mass. 


WHO FOR? 


Business houses, that want earliest news 
of construction ; 

Supply houses, that want addresses of 
probable customers ; 

Sixty class and trade papers; 

Public men, corporations, professional | 
men, who want to get news, see what is said 
or them, or gauge public t opinion. 


wert CONDUCT A 


=y NEWSPAPER 
SucetsuLY 


= ACENCY. 


Wwe. give to all customers, Lowest Prices, 
Prompt Tr Selec- 

tions, Conspi —o us Positions, Experienced 

Assistance, ased Opinions and Confiden- 

tial Service. 

ADVERTISEMENTS DESIGNED, PROOFS SHOWN AND 
ESTIMATES OF COST IN ANY NEWSPAPER 

FURNIsHED FREE or CHaree. 


J. L. STACK & CO., 
Newspaper Advertising Agents, “wisn: 


MINN. 
4. Lk. GTACK, 





Cc. &, Buus. 


| 
idvertising Contractors of W years’ standing. 


Of Lenden, England, 


(12 & 13 Red Lion Court, Fleet St., E. C.) 


THE MANUFACTURER who travels 
should note the address. A half hour's chat 
about English, Continental and Colonial ad 
vertising with a member of this firm is 
worth a whole year of « pomresponde nce 

THE MANUFAC RER who can 
not find time to travel mal write toC. M. ¢ 
Their extensive American clientele and “a 
acquaintance with English advertising en 
ables them to arrive at an understanding 
more promptly than any other house in 
London. 

THE ADVERTISING AGENT who 
studies his clients’ interests (and his own) 
should consult C. M. C. when be has orders to 
place any advertising in Great Britain. They 
are practical, reliable, energetic and econom 
ica 

Testimonials from leading ame rican firms. 
Estimates and specimen papers free on ap 
jlication. “THE NEWSPAPER PRESS DI 

ECTORY,” forty-sixth annual issue now 
re ady, price, by post to the United States, Sec. 

“The Standard work of reference with re 

ard to the newspaper press.”"— London Times. 
fe ~sides the well-known Directory of the 
English press, the AUSTRALIAN, INDIAN 
and SOUTH AFRICAN Sections, contained in 
}a Supplement of 144 pages, now form the 
| completest advertising and commercial guide 
| and gazetteer ever published in any country. 
| The Continent of Europe is also consistently 
represented by the principal political and 
| class papers. 
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Exar, Ill., July 22, "9. 
“The American Home,” Danvers, Mass. : 
A paper I cannot do without. It fills the 
promised place in the home. 
E. ANNIE BIRGE. 


— NOW, GENTLEMEN! 


You can Summer stories of all kinds, 

| popular summer science, summer 

Reach | verse and light literature for women 
“ “ }are the drawing cards of the New 
|York Ledger at present. Stories 
and sketches, with illustrations, of 
|Fire Island, the Maritime Prov- 
25 OOO linces, the St. Lawrence, the Adi- 
3 |rondacks and Chautauqua, and 
fiction of seashore, lakeside, the 
country and the mountains, have 
taken the Ledger into thousands 
or |of new families. Advertisers who 
The wish to keep abreast of the times 
cannot afford to overlook the 


American Home, “8 


more than 


of such well-pleased housekeepers as 
E. Annie Birge, in 


DANVERS, MASS. 


Rates, 20c, per agate line. 


RESULTS ADVERTISER. WILSON : 
_ wap 7S Survive! ‘GLI IIVI7EK CUT T 


A Remarkable and Unequaled 
Summer Record, 
The cash orders for ads in the June 
and July, 18), issues of Allen's | 
L 


ists exceeded those in June and 
July, 1889, issues by. . $8,374 78) | ar: 2e Je > iK j 
mA tt ee is guaranteed to be the BEST INK in 
and July, 1901, issues of Alle u's the market, for the price paid. 
Lists exceed those in June anc > one 
July, 1889, issues by 5,04 93; It may be used for BOOK and CUT 
Gain in two years | WORK, and on all classes of paper. 
for Jane and July.. $16,204.93 Tew fr 
ry a sample package 
It should be borne in mind in connection T ys my le P ack nee 
with this unparalleled increase, that even in —S——— 
1889 Se distanced the ~~ Ry on Prices are as follows: 
generous advertising patronage which they 
received. But while this — = patronage 1 lb. lots 50 cts. a Ib. 
of other general mediums has fallen off, that 
of Allen's Lists has enormously increased. ib. — > - a > 
Two Hundred of Amertes’s a are cs. 6 ©. 
rewdest Advertisers lots 35 cts. a Ib. 
have learned by experience, many of the m | lots 30 cts. a Ib. 
by keeping accurate records, that Allen’s 6 
Lists pay handsomely all summer—that they lots 25 cts. a Ib. 
can be depended upon to pay, even wben the | Address 
best of other mediums will not. ere 


aie ane - Fe #4 eeaet, ant W. D. WILSON 


You will then hasten to make an annual | 
coptract PRINTING INK Co 
Forms close for August issues Monday | =*) 
morning, July 2th, sharp. LIMITED, 


E. C, ALLEN, Proprietor of Allen’s Lists, | 140 William Street, 
AUGUSTA, MAINE. | NEW YORK. 
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Select, 
Enterprising, 
Lively, 
Effective, 
Important, 
Thrifty, 
Home papers. 
If so, you can do no better than 
to use my State Combination of 
daily and weekly papers, cir- 
culating through all the prin- 
cipal States and Territories. 
If you would save 50 per cent 
of publishers’ rates, and insert 
your advertisements where they 


are sure to be productive of sat- 
isfactory results, communicate 


with 
S. E. LEITH, 
10 Spruce St., N. Y. 





“A Stitch in Time 
Saves Nine.’ 


“If You Put It in 
Comfort It Pays.” 


The rapid increase in COMFORT’S circula 
tion requires a proportionate advance in 
rates. All large advertisers, with their usual 
foresight, are securing yearly space while it 
can be procured at the present low rate, 
thereby getting into the Million Editions at 
Half-Million Rate Space at the agencies or of 
THE GANNETT & MORSE CONCERN, Pub 
lishers, Augusta, Maine. 


W. T. PERKINS, 
Manager New York Office, 23 Park Row. 


INK. 


| Smoother than Cold 
|More Durable than Pure Steel 


TADELLA 


ALLOYED-ZINK 


PENS 


ATADEELA 


ALLOYED LINK 


TRADE MARK 


| Buy of Your Stationer, or send 
10 cts. for Sample Doz. 


TADELLA PEN CO. 


ST. PAUL, MINN. 


41,588,584 
Circulation 


In six months, July Ist to Dec. 3ist, 1890, was 
given by our agency to the 34-inch adver 
tisements of 





of Cod Liver Oil 


in Home Print country weeklies. 

We believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to advantage. 


| 

of this class of 
Our Catalogue papers, Second 
| Edition for 1891, will be sent to any adver 
tiser on application, and our method of work 
fully explained. 


Netson (HEsman ry (0. 


Newspaper Advert 
| 


Ot. : 
N. W. BRANCH, Home Insurance B’ldg, CHICAGO 
EASTERN BRANCH, 54 Beekman St., NEW YORK 
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Miss Canada Covered. 


**Cevering Canada Completely from Coast to Coast”? is 
quite a large expression ; but Canada is a large country—five hundred thousand 
square miles larger than the United States, and not all frozen, either. You should 
just taste our peaches! wee phrase applied to *6 Preferred Canadian 
Papers,’ however, is correct. Asa special list this combination is unique. 
lteovers a whole country, systematically and tho roughly, and is not a 
collection of odds and ends from everywhere. Every class of papers and the 
leaders in every class. No other mediums necessary to reach all sorts and ¢ —- 
tions of Canadian men and women. Selected by a Canadian eighteen years activ 
in Conndian newspaper and advertising work. Lists, rates, sample copies ont 
Canadian information on call at the office of 


‘¢ Preferred Canistiien sate 


Room 105 Times Building, New York. 
ROY V. SOMERVILLE, Special Agent for U. S. Advertising. 





The good workman does not be- 
grudge the money he pays for his tools. 
He wants the best that are to be had 
and he aims to keep pace with all the 
latest improvements in his trade. 

So the wise advertiser avails him- 
self of all the helps in his particular 
held. Anything that will aid him 
to make his adver- 
tisement more ef- | soem sommns wansNo 
fective represents me 


so much clear pro- PREPARATION 


fit. If you can| ADVERTISEMENTS: 





A Manual of Practical Hints for 


get a single hint Gene nd Rt Advi 
of value from our aieeawe, 
little manual, you WIT SPECLAL CHAPTERS BY 
can well afford to : 
pay the fifty cents 
we charge for it. 
Stamps taken. 
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As the veteran editor, CHAS, A. DANA, says: 


‘*No Sailing Under False Colors,”’ 


or masquerading before the public with padded circulation, as 
many papers do. They may succeed, now and then, in gud/ing 
the inexperienced advertiser, but they will, sooner or later, come 
to grief, as has Jack Tar in our cartoon. The 


PITTSBURG PRESS, 


DAILY & SUNDAY, 
The paper of the people—with the people—and for the advertiser, 
has always followed Mr. Dana’s advice, and never attempts any 
“sailing under false colors.” It furnishes convincing proof of 
an average daily circulation of 42,761 copies printed and 
SOLD, and still increasing, despite the fact that most circula- 
tions fall off in the Summer. Our rates are low—circulation 
considered—and it will pay you to try it. Try it if you have 
anything to sell. Try it once and we have no fear for the future. 


Not Proof Some publishers tell advertisers they may go into the 


pressroom whenever they please and stay as long as 
they like. Zhat proves nothing. Business men have something else to 
do besides wasting their time in that manner. While our pressrooms are 
always open, our circulation is based on ACTUAL SALES—not on the 
number of copies printed—and we invite inspection of our books. 


S. fel BECK WITH, sousian seennmie. 
509 THE ROOKERY, 48 TRIBUNE BUILDING 
CHICAGO. NEW YORK. 
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10,000-Line Contract. 


The Owen Electric Belt & Appliance Co., 
Dr. A. OWEN, President. 


Main Office & Only Factory, 191-193 State St. 
New York Office, 826 Broadway, New York. 
Inventors, Manufacturers, Wholesale and Retail Dealers in 
Electric Galvanic Belts, Spinal Appliances, 


Trusses, Insoles and Inhalers, 


CHICAGO, IIl., June 15th, 1891. 


W. D. Boyce, 


116 & 118 Dearborn St., City. 


‘Dear Sir: As a starter to our new advertis- 
ing contract for 10,000 lines in the SATURDAY 
BLADE, we enclose copy for next two weeks. 

Since closing the above, we have not made 
any contracts for so much space with any other 
paper in the United States. The opportunities 
have not been lacking, but we have not felt war- 
ranted in doing so. This indicates our estimate 
of the value of the SATURDAY BLADE as an 
advertising medium fo us. 

When you consider that this contract is com- 
mencing immediately upon the expiration of a 
similar contract for 10,000 lines, which we used 
last year, it must be admitted that we ought to 
know ‘‘ whereof we speak.” 

Yours truly, 


THE Owen ELectric BELT & APPLIANCE Co., 
Per ERASTUS M. MILES, Advertising Mngr. 
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WASTING AT THE Bunc-HoLe 
does not constitute true economy. Success 


in advertising is accomplished by keeping a 
close watch upon all the channels of out-go 
and income and regulating them accordingly. 
Properly managed, advertising is to busi- 
ness what the bung-hole is to the barrel—a 
valuable source of replenishment. 
Improperly managed, it becomes a danger- 
ous drain. Our newspaper advertising bureau 


is a safety check upon big and little leaks. 


GEO. P. ROWELL & CO., 
10 Spruce St., - . - New York, 
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Didn't 
Know 
It was 


Loaded. 


Our advertisements are constantly loaded with facts for 
shrewd advertisers. Don’t monkey with a thing you don’t 
understand, but insist upon having reliable information about 
the circulation of the papers you advertise in. The 


KANSAS « CITY« STAR 


is a paper of “Known Circulation.” January, 1891, was the 
first month of the third year in which the circulation of its 
daily edition ran above 


A Million | Daily, - 43,000 
a Month INBLACK MMOWHITE | Weekly, 100,000 


The weekly edition is also not to be overlooked by adver- 
tisers. Its regular circulation exceeds 100,000 and covers thor- 





oughly the territory in which it is published. 

The Kansas City S?rar is an 8-page paper. In typograph- 
ical appearance it is one of the handsomest in the United 
States. The advertiser who uses its columns is always sure of 
having his announcement neatly and effectively presented to 
the public. It is one of the principles of the STar affice to 
give every advertiser the best possible service so as to make 
of him a regular patron. All advertisers know the annoyance 
of dealing with careless and slip-shod publishers. The Kansas 
City StTaR management is business-like and courteous. If you 
are an advertiser and want results, put the Daily and Weekly 
Kansas City Star on your list. 


A. FRANK RICHARDSON, 


13, 14 & 15 Trisune Buitpina, 317 CHAMBER OF COMMERCE, 


NEW YORK, CHICAGO, 





